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2014 Drought Outreach Summary Report 


Introduction 


In calendar year 2014, the drought presented the District Communications Unit (communications 
and communication engagement program) with a new set of challenges to respond to and 
opportunities to engage the public on an issue affecting the entire region and state. 

Early in the year, executive leadership developed 15 drought response strategies, with three 
emphasizing communications and community engagement: 

1. Support customers and key stakeholders to minimize adverse impacts resulting from the 
drought conditions 

2. Advance community knowledge, awareness, and understanding of the water supply 
system and services provided by the district 

3. Support the Board of Directors 

Outreach efforts centered on achieving these three strategies. Because the district is a water 
wholesaler, most county residents do not receive service (or bills) directly from the water district 
but rather from a local retail provider. As a result, the district focuses its efforts on delivering 
broad-based advertising programs, participating in community events and collaborating with 
water retailers to develop materials that will help them outreach to their customers. In addition, 
the district dedicates resources to reaching non-English speaking residents to ensure they are 
informed about water issues. 

The following is a summary of the actions taken in 2014 to support the district’s drought 
response outreach efforts and promote conservation in the region. 

News media 

A. General audience 
Purpose 

Earned media (or free media) is publicity that is garnered through promotional efforts and not 
paid advertising. Because earned media cannot be bought or owned, it is viewed more credibly 
than other sources or marketing efforts. A Nielsen study in 2013 found that earned media is the 
most trusted source of information in all countries it surveyed worldwide. It also found that 
earned media is the channel most likely to stimulate the consumer to action. 

Since Jan. 1, the news media has been keenly interested in drought issues and water 
conservation. Our goal always is to respond to media inquiries with timely, accurate and 
transparent information so that the media and the general public will trust the district as a 
credible source of information. Over the course of the year, the district’s proactive actions and 
responsiveness to inquiries positioned it as an authority on the drought. 
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Activities 

We responded to several hundred media requests in 2014. After board actions or major drought 
pronouncements, we sometimes received more than a dozen separate inquiries in one day. A 
few key examples include: 

1. In March, water conservation Unit Manager Jerry De La Piedra, and Deputy 
Administrative Officer Teresa Alvarado, appeared on Joint Venture Silicon Valley’s hour- 
long live radio program “Inside Silicon Valley” on KLIV. 

2. In June, the Morgan Hill Times published a guest piece from CEO Beau Goldie on how 
the water district has helped sustain agriculture throughout its history, especially in times 
of drought. 


3. In July, we held a media 
event to launch our “Brown is the 
New Green” campaign. 

4. Chief Operating Officer Jim 
Fiedler participated as a panelist in 
two drought forums sponsored and 
convened by the San Jose Mercury 
News. 

5. Marty Grimes and staff from 
Conservation, Water Supply and 
other units have participated in 

hundreds of interviews with national news outlets, live radio and television interviews, in- 
depth feature stories and wire stories that have been reprinted in newspapers and online 
news sites all over the country. 

Impact/results 

According to our media monitoring service, Santa Clara Valley Water District’s coverage was far 
greater than other Bay Area water agencies. Comparing the number of overall news mentions 
among San Francisco Public Utilities Commission, Contra Costa Water District, East Bay 
Municipal Utilities District and San Jose Water Company, our district had 62 percent of the 
tracked media mentions with 6,389 news media mentions between Jan. 1 and mid-December. 

This consistent coverage provided us with the opportunity to raise awareness about the severity 
of the drought, promote water conservation messages and rebate programs and highlight the 
district’s leadership in responding to the drought on multiple fronts. Further, most of the media 
stories accurately and positively portrayed the district’s role in addressing the drought and helped 
to promote water use reduction goals in the region. 



A KTSF reporter covering the launch of the Brown is the New 
Green campaign 
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Media coverage highlights include: 


1-23-14 

Water Wise House Call program 

NBC Bay Area 

1-29-14 

Water Wise House Call program 

KPIX 

1-30-14 

National story on water supply outlook 

Telemundo Network 

2-1-14 

Feature story on water supply outlook 

KQED 

1-31-14 

Photography at Almaden Reservoir 

New York Times 

1-31-14 

Video footage at Almaden Reservoir 

NBC LA 

2-3-14 

National story on the drought 

Univision Network 

2-21-14 

Drought story 

Wall Street Journal 

2-24-14 

California drought 

Czech TV News 

3-25-14 

Interview on Inside Silicon Valley 

KLIV 

4-4-14 

Our Commercial Rebate Program 

NBC Bay Area 

4-11-14 

Editorial extols our model for groundwater management 

San Jose Mercury News 

4-25-14 

Interview on reverse flow project 

Associated Press 

5-16-14 

Water conservation in businesses 

NBC Bay Area 

5-20-14 

Groundwater and subsidence 

KTVU 

5-23-14 

Our graywater rebate program 

Los Altos Town Crier 

5-23-14 

Water Wise House Call program 

San Jose Mercury News 

7-9-14 

Los Gatos Creek 

KPIX 

7-15-14 

Statewide water restrictions 

NBC Bay Area 

7-15-14 

Maintenance of groundwater recharge ponds 

NBC Bay Area 

7-18-14 

Sound bite on statewide water restrictions 

NBC’s Today Show 

7-21-14 

Empty groundwater recharge ponds 

NBC Bay Area 

7-21-14 

Empty groundwater recharge ponds 

KGO radio 

7-21-14 

Empty groundwater recharge ponds 

KTVU 

7-22-14 

Water waste inspectors 

Breitbart (Major blog) 

7-22-14 

Water waste inspectors 

Reuters 

7-22-14 

Water waste inspectors 

CBS Evening News 

7-22-14 

Water waste inspectors - live interview 

KKSF Talk 910 

7-23-14 

Our mobile phone application - Access Valley Water 

NBC Bay Area 

7-23-14 

Water waste inspectors—live interview 

Star 101.3 

7-24-14 

Drought conditions—live interview 

Weather Nation TV 

7-24-14 

Brown is the New Green 

KG O-TV 

7-29-14 

Los Gatos Creek 

KPIX 

7-31-14 

Cover story on Brown is the New Green Campaign 

All Silicon Valley 
Community Newspapers 

8-18-14 

Video footage of California’s drought 

Globo TV - Brazil 

8-24-14 

Landscape Conversion Rebate Program 

Associated Press 

8-26-14 

Live panel interview on Inside Story with Ray Suarez 

Al Jazeera America 

9-24-14 

Water Waste Inspectors 

KTVU 

9-29-14 

Water Waste Inspectors 

NBC Bay Area 

10-2-14 

Smart phone applications - Access Valley Water 

Los Angeles Times 


Cost 

No unbudgeted costs. 
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B. Ethnic media 
Purpose 

To enhance the Santa Clara Valley Water District’s ongoing ethnic media outreach by fostering a 
stronger relationship with ethnic media outlets so that they look to the Santa Clara Valley Water 
District as a source of water-related news of interest to their diverse audiences. 

Activities 

At the beginning of the year, district staff formalized a partnership arrangement with New 
America Media (NAM), a San Francisco based organization that is the country’s first and largest 
national collaboration and advocate for 3,000 ethnic news organizations. This collaboration 
produced a number of accomplishments: 

1. On February 13, 16 media representatives representing eight media outlets attended a 
briefing and a tour. The briefing featured information about the district and the water supply 
outlook. The tour included stops at the Water Quality Laboratory and the Silicon Valley 
Advanced Water Purification Center. 

2. In April, the district and NAM launched a youth poster and video contest to encourage youth 
to create art that promotes water conservation messages. The contest was publicized 
through NAM’s extensive network of ethnic media outlets as well as the water district’s 
network of educators. The winners were recognized at a June board meeting. 

(http://bit.Iv/1 ucB8Cb) 

3. On June 19, 13 media 
representatives representing 10 
media outlets attended a second 
ethnic media tour. The tour included 
visits to a groundwater recharge 
pond undergoing maintenance, 

Almaden Reservoir and the Santa 
Teresa Water Treatment Plant. 

4. Through NAM, three reporters were 
provided a fellowship to conduct in- 
depth reporting on water issues. 

Typically, ethnic media outlets lack 
the capacity to allow for this type of 
in-depth reporting. 

Impact/results 

Our efforts to reach out to ethnic media outlets resulted in numerous stories and interviews. 



Water Resources Supervisor Jerry Sparkman giving a tour 
of Almaden Reservoir 
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Through our partnership with NAM, we were able to develop relationships with new media outlets 
and reach diverse audiences. Through this collaboration, we have gained media exposure, 
reached new audiences and helped achieve support for the water use reduction goals in our 
region. 

The following 54 media mentions resulted directly from this collaboration: 


1-27-14 

Interview on drought 

KDTV (Spanish) 

1-30-14 

Interview on drought 

Telemundo Network (Spanish) 

1-31-14 

Interview on water saving equipment 

KDTV (Spanish) 

2-3-14 

Interview on the drought 

Univision Network (Spanish) 

2-6-14 

Interview on water conservation programs 

KDTV (Spanish) 

2-14-14 

Interview on “Buenas Tardes Con Celina 

La Kaliente 1370 AM (Spanish) 

2-14-14 

Ethnic media tour 

Sound of Hope radio (Chinese) 

2-14-14 

Ethnic media tour 

TVB TV (Chinese) 

2-14-14 

Ethnic media tour 

NTDTV (Chinese) 

2-14-14 

Ethnic media tour 

Epoch Times (Chinese) 

2-14-14 

Ethnic media tour 

Sing Tao Daily (Chinese) 

2-19-14 

Ethnic media tour 

El Mensajero (Spanish) 

2-19-14 

Ethnic media tour 

La Opinion (Spanish) 

2-25-14 

Interview on drought 

KTSF (Chinese) 

2-26-14 

Interview on board’s drought action 

KIQI (Spanish) 

2-26-14 

Interview on board’s drought action 

KDTV (Spanish) 

3-25-14 

Interview on drought 

KDTV (Spanish) 

3-27-14 

Story on Silicon Valley Water Conservation 
Awards 

KTSF (Chinese) 

4-16-14 

Story on Save, Clean Water grants 

Cali Today (Vietnamese) 

4-24-14 

Interview on drought 

KDTV (Spanish) 

4-30-14 

Story on conservation rebates 

Local News for Chinese (Chinese) 

5-28-14 

Interview on water use restrictions 

KDTV (Spanish) 

5-29-14 

Interview on water use restrictions and recycled 
water 

KDTV (Spanish) 

6-19-14 

Live interviews on the ethnic media tour 

Radio 1010 (Spanish) 

6-19-14 

Interview during ethnic media tour 

NTDTV (Chinese) 

6-24-14 

Live interview on drought, conservation, water 
supply 

Radio 1010 (Spanish) 

6-24-14 

Youth media contest 

KDTV (Spanish) 

6-27-14 

Ethnic media tour story 

Epoch Times (Chinese) 

7-2-14 

Ethnic media tour story 

San Francisco Post (Filipino) 

7-2-14 

Ethnic media tour story 

Manila Mail (Filipino) 

7-2-14 

Ethnic media tour story 

Sing Tao Daily (Chinese) 

7-2-14 

Ethnic media tour story 

World Journal (Chinese) 

7-2-14 

Youth poster and video contest 

KDTV (Spanish) 

7-2-14 

Youth poster and video contest 

India West (English) 

7-18-14 

SVAWPC grand opening 

KTSF (Chinese) 

7-18-14 

SVAWPC grand opening 

NTDTV (Chinese 

7-18-14 

SVAWPC grand opening 

Epoch Times (Chinese) 

7-18-14 

SVAWPC grand opening 

Sing Tao Daily (Chinese) 

7-22-14 

Water Waste Inspectors 

KTSF (Chinese) 
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7-22-14 

Water Waste Inspectors 

KDTV (Spanish) 

7-25-14 

Brown is the New Green 

USChinaPress.com (Chinese) 

7-25-14 

Brown is the New Green 

KSTS (Spanish) 

7-25-14 

Brown is the New Green 

KTSF (Chinese) 

7-31-14 

Brown is the New Green 

Epoch Times (Chinese) 

8-18-14 

Brown is the New Green 

San Francisco Post (Filipino) 

8-21-14 

Ice bucket challenge and water waste 

NTDTV (Chinese) 

8-27-14 

Groundwater management 

World Journal (Chinese) 

8-28-14 

Interview on conservation programs 

Sound of Hope radio (Chinese) 

9-11-14 

WateReuse Project of the Year Award 

San Francisco Post (Filipino) 

9-25-14 

Trail grants proposals requested 

San Francisco Post (Filipino) 

10-2-14 

Hydration stations 

San Francisco Post (Filipino) 

10-17-14 

Water summit 

Sound of Hope radio (Chinese) 

10-17-14 

Water summit 

KTSF (Chinese) 

10-23-14 

SVAWPC 

CN Beta (Chinese) 


Cost 

The agreement with NAM cost $25,000 paid through budgeted non-drought funds. 

C. Targeted Spanish-language media campaign - El Agua es Asunto de Todos (Water 
is everybody’s business) 

Purpose 

As part of our initiative to engage with ethnic 
media, the district funded the expansion of the 
highly effective and impactful “El Aqua es Asunto 
de Todos" campaign that was developed by the 
San Luis Delta Mendota Water Authority. The 
campaign aimed to reach the Latino community 
with messages that elevate the importance of 
water issues and encourage the community’s 
engagement in discussions and decisions on 
water issues that will have a significant impact 
on our state’s future. The campaign ran from 
September to mid-November. 

Activities 

1. High-quality and engaging television ads were placed on KDTV (the local Univision affiliate 
and highest rated Spanish-language television outlet in Santa Clara County), as well as top- 
rated Spanish language radio stations KSOL and KBRG. These aired during high viewership 
times such as during local newscasts. 

2. The partnership included the airing of a series of three 2-minute interviews with a district 
spokesperson on the drought, the water supply outlook and water conservation tips and 
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programs. The interviews aired 15 times on KDTV during morning news shows. 

3. The partnership also included district involvement with literature distribution at two Univision- 
sponsored community events in San Jose. Feedback from those who staffed the booth was 
very positive about the translated materials provided by the water district. 

4. Online ads on local radio and television websites resulted in more than 1.2 million 
impressions. 

Impact/results 

A total of 244 paid spots aired on KDTV during all parts of the day and week, including during 
news programs and primetime “telenovelas.” An additional 50 bonus spots aired at no additional 
cost. A total of 365 paid radio spots aired on leading stations KBRG and KSOL. An additional 
336 bonus spots aired at no additional cost. In all, this campaign resulted in more than 15.5 
million impressions. 

Cost 

The cost of the campaign was $250,000. The cost per thousand impressions of the television 
campaign was $17.26, a competitive rate. The cost per thousand impressions of the radio 
campaign was $24.84. 

Water conservation marketing 

Purpose 

Paid marketing campaigns allow the district to reach any demographic with tailored messages. 
During this drought, we have used paid advertising to both promote participation in our long-term 
water conservation programs and to influence immediate water use reduction behaviors. 

Activities 

1. In January 2014, despite the potential for winter rains, our annual flood awareness campaign 
ads were suspended and swapped for water conservation ads. Pre-existing conservation ads 
were used to promote our save20gallons.org website. 

2. From March through June, we launched a major drought awareness-raising campaign with 
the theme “It’s Time. Save Water.” Ads were placed in local newspapers, radio, Pandora and 
cable TV. Outdoor billboards were located throughout the county. Digital ads were targeted in 
major news websites and ethnic media websites. Ethnic media placements included 
newspapers in Chinese, Spanish, and Vietnamese and a publication reaching the Indian 
community. Ethnic radio ads included stations broadcasting in Mandarin Chinese, Spanish 
and Vietnamese. 
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| IT'S TIME. SAVE WATER. 

For water saving tips, go to: 
Save20gallons.org 

A web banner ad placed in early 2014 

3. In July 2014, we sent more than 17,600 mailers to residents and businesses in Sunnyvale, 
west San Jose and Cupertino. This campaign, with support from San Jose-based Data 
Marketing, Inc. (DMI), continued targeted mailings to people most likely to take advantage of 
the district’s water conservation programs and services. 

4. The district participated in a regional 
campaign called “Water Matters” 
which aired on NBC Bay Area from 
mid-June through mid-September in 
partnership with the San Francisco 
Public Utilities Commission and the 
Sonoma County Water Agency. A 
series of one-minute vignettes 
featuring Meteorologist Christina 
Loren providing water conservation 
tips aired 70 times. Another 50 15- 
second ads drove traffic to our 
conservation website. 


5. In July, the district launched the “Brown is the New Green” 
campaign, which focused on outdoor water use. Residents 
and businesses were encouraged to let their lawns go a little 
brown this summer. The campaign included billboards, bus 
tails, banners at sports events, radio, cable TV, print and 
digital banner ads. Ethnic media placements included ads in 
Spanish, Vietnamese, Chinese and Tagalog. Lawn signs and 
water collection buckets were part of this campaign and are 
discussed further in the Community Outreach section. 

A mall kiosk ad placed in summer 2014 


BROWN 

IS THE NEW GREEN 


WATEB LESS 
Y0UH LAWN WILL LIVE, 



DO YOUR PART. FIGHT THE DROUGHT, 
Bayfl20Qillwi.erg 



WATER MATTERS 


Santo Gara Valley 
Water District 


“Water Matters” ads aired on NBC Bay Area 
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6. Marketing efforts included a positive message about individuals and businesses that have 
succeeded in reducing water use. These “Water Saving Heroes” were highlighted in special 
eNewsletter issues and social media postings. 

7. Current activities include developing a winter campaign to emphasize that early winter storms 
amount to a “drop in the bucket” in recovering from our water supply deficit. The goal is to 
ensure that the community does not backslide on conservation efforts. 

8. Save20gallons.org ads were also placed in the September edition of the Gilroy Chamber of 
Commerce’s monthly newsletter, which has a distribution of 10,000. 

Impact/results 

The marketing campaign has contributed to water use reductions in the county as well as 

increased participation in water conservation campaigns. Website visits have increased 

dramatically (as detailed on pp. 13-15 of this report). 

Cost 

• In early 2014, flood awareness ads were swapped for water conservation ads, costing 
$44,000. 

• The “It’s Time. Save Water.” campaign cost $307,000. 

• The NBC Bay Area “Water Matters” campaign cost $50,000. The cost per thousand 
impressions of this campaign was $16.97, a competitive rate. 

• The “Brown is the New Green” campaign was budgeted at $750,000 for both creative 
development and advertising deployment. 

• Direct mail campaigns in 2014 totaled $132,149. 

• The Gilroy Chamber of Commerce water conservation ad was covered as part of the district’s 
membership in the organization. 

• For the winter months, the Board has approved $50,000 for a winter campaign to emphasize 
that the drought is not over (A Drop in the Bucket) and to highlight Water Saving Heroes. 

• The board has approved up to $750,000 to prepare for and develop a campaign that would 
be launched in the spring/summer 2015 should we experience worsening drought conditions. 

Drought customer service 

Purpose 

The water district established three mechanisms to receive and respond to customer inquiries 

about the drought: 

• Drought hotline (408-630-2000) 

• Drought email (drouqht@vallevwater.org ) 

• Access Valley Water (AVW) customer relationship management (CRM) system 
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Activities 

Access Valley Water is the online customer 
service portal that allows district staff to manage 
service requests, questions, concerns and 
complaints. To support timely response to 
increased customer inquiries, an existing water 
district employee was provided with the 
opportunity to transfer into the District 
Communications Unit to serve as our drought 
customer service representative and AVW 
drought administrator. 




Accessed via the main district website or as a mobile application, Access Valley Water was also 
modified to serve as the primary vehicle used by customers to report water waste to our water 
waste inspector (WWI) program and the increased volume of drought service requests. An 
upgrade of the AVW software was expedited to meet this need. 


The following summarizes the number of external inquiries received from individuals inquiring 
about the drought and rebates, requesting water collection buckets and signs, and reporting 
water waste. 


Drought Hotline 

Access Valley Water CRM 

Month 

Number of Calls 

Web-based 

Submittals 

Mobile App 
Submittals 

May 

7 

61 


June 

4 

56 


July 

73 

180 


August 

120 

340 


September 

93 

279 

91 

October 

341 

187 

145 

November 

83 

97 

39 

December 

22 

57 

16 

Totals 

743 

1257 

291 
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Prior to redesigning AVW, water district staff met with water retailers to coordinate on how best 
to manage the proposed WWI program. The redesign allowed water waste inspectors to track 
and manage cases while providing water retailers with access to the cases in their service area. 
AVW’s vendor held training sessions with the WWIs, water retailers and staff from the water 
district’s communications and water conservation units to learn how use the redesigned system. 

This collaboration helped to ensure all inquiries were responded to by the appropriate party, 
avoid duplication of tracking and response efforts, and produce reports to track activity and 
identify trends and gaps. 

When the media carries stories or we send out our e-newsletter with information on the water 
waste inspector program, we see an uptick in the number of cases being reported. In addition, 
we received a high number of reports in September and October as people received their county 
property tax bills with the inserts containing information on how to report water waste (described 
more fully in the partnership marketing section below). 

Impact/Results 

District staff was inundated with calls in the first quarter of the year as they were trying to develop 
the drought response programs and efforts for implementation. Many of the early year inquiries 
were not documented because they were not centralized. Having a drought customer service 
representative was invaluable to centralizing inquiries and ensuring timely, consistent and 
documented responses. 

Access Valley Water continues to be an effective tool for the district, allowing the public to easily 
submit questions and concerns. In turn, district staff is highly responsive to submitted inquiries. 
For the new WWI program, AVW has allowed staff to manage, dispatch and respond within 24 
hours of receiving the water waste report. 

Through a challenging year, the water district and retailers communicated extensively and are 
looking toward 2015, coordinating on foreseeable issues and conducting early planning for the 
potential of a continuing drought. 

Cost 

The redesign of AVW along with licensing fee cost $26,500. 

Collateral material 


Purpose 

Throughout the year the communications and community engagement team produced updated 
materials that reflected changing drought conditions, operational projects and conservation 
programs. 
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Activities 

1. Conservation tip cards, fact sheets and other related materials—for print and online posting— 
were developed. As rebate amounts and deadlines changed, all of the materials were 
updated, translated, printed, broadly distributed and posted. These included: 

a. Indoor and Outdoor Tips for Residents card (English, Spanish, Chinese and 
Vietnamese) 

b. Residential Rebate Programs card 

c. Commercial Rebate Programs card 

d. Landscape Rebate Program card 

e. Water-Wise House Call Program card 

f. Graywater FAQ sheet 

g. Artificial Turf fact sheet 

h. Drought Survival: Lawn Care card (English, Spanish, Chinese and Vietnamese) 

i. Water Conservation Program Brief fact sheet 

2. Fact sheets and neighborhood notices with information on drying of creeks, reservoirs and 
impacts to wildlife were developed and distributed. 

3. Neighborhood notices on the reduction of water releases from Lexington, Chesbro, and Uvas 
reservoirs and impact to receiving creeks were developed and distributed. 

4. Materials related to percolation pond conditions and summer maintenance work to improve 
their recharge capacity were developed, posted and distributed, and updated periodically as 
maintenance work progressed. 

5. Eight banners were placed at highly visible locations adjacent to percolation ponds and 
creeks with the message “You’re Looking at the Drought. It’s Real. Save Now.” 
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6. Door hangers for Water Waste Inspectors were developed and printed. 

7. Retailer bill inserts and postcards were developed and shared. 

Materials were made available to all retailer partners through retailer communications 
subcommittee meetings and electronically through a shared Dropbox folder. Many retailers 
downloaded electronic materials in order to print and distribute to their own customers. Retailer 
partners worked with district staff to assist with content development of retailer bill inserts or rack 
cards. 

Impact/results 

The notices allowed the district to be proactive in informing the public and stakeholders about 
issues of concern. The materials and their use and distribution by partners—retailer, municipal or 
community—meant that one consistent message was being shared with the public and media to 
avoid confusion. Many partners expressed appreciation for receiving information from the 
district, particularly on issues that would have a negative impact, such as dryback conditions, 
directly and proactively from the water district rather than the media. 

Cost 

The materials were developed in house and distributed via email and posted on our website. 

The cost to print some of the collateral was minimal and within the approved budget. 

Printing of banners was $1,883. 

Website and social media 

Purpose 

The district’s external website is a tremendous 
resource for sharing information with the general 
public. District-generated data—such as reservoir 
levels, the monthly Water Tracker and the monthly 
drought status report—are routinely accessed by 
the media and other interested parties. Similarly, 
social media is an increasingly robust tool for 
disseminating important messages and broadening 
our reach. 

Activities 

1. In early 2014, district staff quickly compiled a 
“Drought Watch 2014” webpage as a one-stop- 
location for drought and conservation 
information. It includes the district’s monthly 
drought status report, fact sheets, signups for 
lawn signs or buckets, rain and reservoir gauge 



Board extends conservation rebates, 20% reduction 
goal 



The district home page features several 
drought resources 
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data, conservation programs, media releases and other resources. 

2. The district’s Valleywater.org main page prominently promotes the Drought Watch page, the 
Access Valley Water application, water conservation program pages and the monthly Water 
Tracker. 

3. Each Tuesday, the district 
posts a water saving tip on 
Facebook and Twitter. The 
“Tuesday Tips” relate to 
outdoor and indoor water 
use and complement the 
“Brown is the New Green” 
advertising campaign. 

Other images, videos, news 
stories and announcements 
are also made available on 
Facebook and Twitter. 


Our e-newsletter is a highly 

anticipated monthly recap of current news, topics of interest and upcoming board discussion 
items; it reaches more than 11,000 subscribers. It features a new header image which shows 
one of our reservoirs at a very low water storage level and includes links to district-produced 
articles, videos and news stories. Several special issues portrayed local Water Saving 
Heroes, highlighting success stories of people and agencies that have reduced their water 
use. 

The district e-newsletters provide a timely, inexpensive and effective way to communicate to 
people who have taken an interest in water issues. The click-through rate is very high for this 
publication, topping out at over 40 percent of unique opens. The average government agency 
electronic newsletter open rate is 23 percent, according to the email marketing service 
Constant Contact. Readers can easily forward the newsletter to their own contacts, further 
extending its reach. 

6. The district’s half-hour television program, The People Behind Your Water, airs on San 

Jose’s CreaTV Channel 30-the Silicon Valley Channel, is posted on the district’s website and 
YouTube channel, and is distributed to four other local public access television stations 
throughout the county. In 2014, the program incorporated several drought-related topics. 

a. In March, the show included the board presentation that led to our 20 percent water 
reduction goal, and Teresa Alvarado demonstrated the Drought Watch 2014 
webpage. 


4. 


5. 


> Drought Watch 2D14 

Drought Watch 2014 


Monthly updates 
Fad Sheets 

ALERT Realt Time Gauges 
Youth Media Contest 


■ cons ervati o n Fro g rams 

* Media Releases 

* Wildlife Impacts 

■ Other Resources 


HEW: Drought Survival - Lawn Care 

Download this handy tip sheet on how to care for your lawn during a drought 

[PDF] 

Water conservation rebates increased As of April 22. certain rebate 
amounts for several key programs have doubled, while ethers have 
increased significantly. These increases are temporary, through September 
3D, 2014. and certain restrictions apply. Details here 

FYhWhat are the droughts effects on our groundwater recharge 
ponds? Download Fad Sheet here [PDF] 

FYI: Water Shortage Contingency Planning [PDF] 

(Chapter 6 of me 2010 urban water Management Plan] 



Drought hotline: 403-630-2000 

Access Valley Water 

Submit q uestions or concerns 

Who is your local water 
provider? Do they have 
restrictions in place? 

Find out here 


The Drought Watch 2014 webpage is a one-stop resource 
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2014 Drought Outreach Summary Report 


b. In April, Water Master Jason Araujo lead a tour of several district facilities to show 
how they are being managed in drought conditions. 

c. In June, we presented the Landscape Rebate Program. 

d. In July, we presented an update on the drought and focused on a project to refurbish 
the Page Pond Desilt facility, which was facilitated by drought conditions. 

e. In September, we featured two companies, Google and Cinnabar Hills Golf Club, 
which are taking innovative approaches to conserve water. 

7. Other video efforts included the posting of step-by-step videos on how to navigate the 
process of getting a landscape rebate (the most viewed videos on the district YouTube 
channel in August 2014), posting the “Brown is the New Green” Cable TV ads on our 
YouTube channel, and posting the videotaped sessions of the Silicon Valley Water Summit. 

Impact/results 

1. Page views of the district’s external website are up significantly in 2014, driven by increased 
awareness of the drought and interest in conservation information. 




January through 
November 19, 2013 

January through 
November 19, 2014 

Increase 

Page views 

614,192 

928,950 

+51.2% 

Users 

151,180 

231,490 

+47.7% 


2. Various conservation and drought related web pages are consistently in the top 20 pages 
viewed on valleywater.org. 

3. Many of our “Tuesday Tips” have been shared on Facebook by other agencies, increasing 
their reach. 

4. Facebook and Twitter followers have increased each month. In October, the district’s 
Facebook profile had 1,231 “friends” and 1,000 “likes.” We have 2,096 followers on Twitter. 

5. Drought and water conservation-related videos totaled nearly 10,000 views on the district’s 
YouTube channel in 2014. 
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2014 Drought Outreach Summary Report 


Cost 


No unbudgeted costs. 

Employee outreach 

Purpose 

To engage employees in efforts to reduce water use and provide them with the tools and 
knowledge to serve as water saving ambassadors within their families, neighborhoods and 
community. 

Activities 


1. Water conservation/drought information was featured at the April 22, 2014 Earth Day event, 
sponsored by the Green Team Employee Resource Group, for employees at district 
headquarters. 


2 . 


3. 


4. 


In July, a Bucket Release Party was 
organized to distribute water collection 
buckets, “Brown is the New Green” lawn 
signs and drought information to 
employees. A total of 467 buckets were 
distributed to employees. 

In August, a drought “brown bag” 
presentation was made by Teresa Alvarado 
and Jerry De La Piedra for employees. 



E-mail updates from the CEO to all staff, keeping staff updated on drought issues and 
thanking them for stepping up and going the extra mile in these extraordinary times. 


5. On the internal district employee website, aqua.gov, we regularly feature news items and 
“Friday photos” featuring employees taking laudable conservation measures at home. 


6. The Communications Unit reached out to internal Employee Resource Group members, 
many of whom assisted with summer community outreach events after receiving drought- 
specific training so they could provide updated information to the public. 

7. All district staff receive the monthly e-newsletters, keeping drought-related updates and tips 
front and center. 


Impact/results 

In 2014, there were more than 3,000 page views of aqua.gov items related to the drought. 
Approximately 500 buckets and “Brown is the New Green” lawn signs distributed to employees. 
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2014 Drought Outreach Summary Report 



Employees and their families have participated in conservation rebate programs. As a primary 
engagement audience, employees were equipped with information to respond to inquiries they 
received and engaged in an issue that dramatically affected the entire organization, even if not 
their primary area of work. 

Cost 

No unbudgeted costs; costs of bucket/sign production costs captured in next section. 

Community outreach events 

Purpose 

To inform the district’s customers, key stakeholders and general public about the drought and 
provide engaging ways for community members to take action on reaching 20 percent water use 
reduction. 

Activity 

1. Throughout the summer and fall of 2014, a series of community outreach events were 
held throughout Santa Clara County to provide information on the drought, water 
conservation and rebate programs as well as distribute shower buckets and lawn signs 
through presentations and tabling opportunities. Staff targeted diverse communities and 
provided materials in English, Spanish, Vietnamese and Chinese. 

These events were in addition to any events sponsored by the Government Relations 
Unit, attended by Conservation Unit staff or scheduled as part of the normal district 
speakers bureau. 

While the objective was to participate in 10 community outreach events, a total of 30 were 
accomplished. 



DATE 

EVENT NAME 

LOCATION 

1 

July 23 

Indian Health Center's Farmers Market tabling 
opportunity 

Indian Health Center 

Headquarters, San Jose 

2 

August 5 

National Night Out tabling opportunity 

Starbird Youth Center, San Jose 

3 

August 5 

National Night Out tabling opportunity 

Ohlone-Chynoweth Commons 
Apts., San Jose 

4 

August 5 

National Night Out tabling opportunity 

Berryessa Area, San Jose 

5 

August 11 

Asian Americans for Community Involvement 
presentation 

AACI Headquarters, San Jose 

6 

August 16 

Summer Splash Concert tabling opportunity 
(CBS radio media partnership) 

Great America, Santa Clara 

7 

August 21 

Santa Visits Alviso Foundation 
presentation 

Alviso, San Jose 

8 

August 24 

Monta Loma Neighborhood Association Ice Cream 
Social tabling opportunity 

Monta Loma Park, Mountain 

View 

9 

August 25 

Water collection bucket & sign distribution event 

Sunnyvale Library 
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2014 Drought Outreach Summary Report 


10 

August 26 

Water collection bucket & sign distribution event 

Dr. Roberto Cruz Library, San Jose 

11 

August 27 

Water collection bucket & sign distribution event 

Cupertino Library 

12 

August 28 

Water collection bucket & sign distribution event 

Morgan Hill Community Center 

13 

August 29 

Water collection bucket & sign distribution event 

Milpitas Library 

14 

August 30 

San Jose Earthquakes tabling opportunity 

Santa Clara University 

15 

August 30 

Ninth Annual Santos Family Car Show tabling 
opportunity 

Alviso, San Jose 

16 

August 30 

Alianza de Futbol Soccer Tournament (Telemundo 
media partnership) 

Morgan Hill Sports Complex 

17 

August 31 

Alianza de Futbol Soccer Tournament (Telemundo 
media partnership) 

Morgan Hill Sports Complex 

18 

September 1 

Alianza de Futbol Soccer Tournament (Telemundo 
media partnership) 

Morgan Hill Sports Complex 

19 

September 11 

San Jose Mercury News Forum tabling opportunity 

San Jose State University 

20 

September 13 

American Heritage Indian Celebration tabling 
opportunity 

Santa Clara County Fairgrounds 

21 

September 15 

Association of Retired District Employees Summer 
BBQ presentation 

San Martin 

22 

September 17 

Somos Mayfair Back-to-School tabling opportunity 

Cesar Chavez Elementary School, 
San Jose 

23 

September 26 

La Raza Roundtable presentation 

Center for Training and Careers 

24 

September 29 

Somos Mayfair Promotoras presentation 

Somos Mayfair Office 

25 

October 11 

Neighborhood Development Training Conference 
presentation and tabling opportunity 

San Jose State University 

26 

October 18 

NASA Ames 75 th Anniversary Open House display 
and tabling opportunity 

Moffett Field 

Mt. View 

27 

November 8 

Santa Teresa Water Treatment Plant Open House 
display and tabling opportunity 

STWTP 

28 

November 15 

Water collection bucket distribution event 

Santa Clara Valley Water District 
headquarters 

29 

November 16 

7 th Annual Silicon Valley LGBT Movie 

Night Fundraiser tabling opportunity 

Camera Theaters, San Jose 
(SCVWD sponsored event) 

30 

November 22 

San Jose Classic Chevy Car Show materials 
distribution 

Willow Glen, San Jose 
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2014 Drought Outreach Summary Report 





National Night Event tabling at Starbird Youth Center Angela Cheung, Deputy Operating Officer, 


presenting at Asian Americans for 
Community Involvement (AACI) 


2. In June, a briefing for tribal leaders 
in the San Francisco and Monterey 
Bay areas was held at the water 
district, co-convened with the 
Department of Water Resources. 
The event was an opportunity to 
provide information about the 
drought and other pressing water 
issues in the state and region. 



3. 


In addition to the community 
outreach events noted above, 

Director Nai Hsueh was involved in 
distributing drought gear and having community conversations on the drought at 12 
different community events between July and September. Her efforts resulted in 
distributing over 100 buckets. 


Impact/results 

These events provided customers with information and resources on how to conserve water and 
reach a 20 percent reduction in water use. As customers picked up their water collection bucket 
and/or lawn sign, it provided staff the opportunity to distribute drought flyers and have one-on- 
one conversations about the severity of the drought and rebate opportunities. Even without direct 
contact, the visual of the lawn sign provided attendees with a reminder about the need to 
conserve water. 

Cost 

• In May 3,000 shower buckets purchased to launch the campaign at $13,770 

• In May 3,000 lawn signs purchased at a cost of $8,130 

• Due to high demand, another 2,040 buckets were purchased at a cost of $9,384 
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2014 Drought Outreach Summary Report 


Partnership marketing efforts 

A. Silicon Valley Water Summit: The Business of Water 
Purpose 

The Silicon Valley Water Summit provided an opportunity to engage with the business 
community in discussion about the drought, the water district’s response, highlight efforts of the 
business community and discuss the importance of water reliability on our Silicon Valley 
economy and local quality of life. This event was achieved through a partnership with the Silicon 
Valley Business Journal, which handled most of the event planning, registration and logistics 
activities in addition to promoting the event in its print publication and online. 

Activity 


The four-hour Silicon Valley Water Summit was 
held on Oct. 17 at the San Jose Fairmont. As the 
title sponsor and subject-matter expert, the 
district developed the agenda, content and 
presenters. 

The program included remarks from CEO Beau 
Goldie, a Water 101 presentation by Chief 
Operating Officer Jim Fiedler, and remarks from 
Board Chair Tony Estremera. In addition, three 
interactive panel discussions were facilitated by 
San Jose Mercury News reporter Paul Rogers, 

California Water Commissioner Andy Ball and 
San Jose/Silicon Valley Chamber of Commerce CEO Matt Mahood. A keynote address was 
made by CA Department of Water Resources Director Mark Cowin. 

Throughout the event, participants were polled using a real-time, SMS text-based tool about their 
knowledge of water issues and activities taken in response to the drought. The summit was 
followed by an eight-page special insert in the Silicon Valley Business Journal which summarized 
the event and provided further visibility for water issues amongst the Business Journal’s 9,700+ 
subscribers. 

Impact/results 

About 165 people attended the event. Participant feedback was universally positive. 

Several media outlets covered the event, including KGO-AM, KPIX, Sound of Hope Chinese 
Radio and KTSF. Water district staff videotaped and edited the event, and distributed summary 
segments online. In addition, 1,000 copies of the eight-page insert were made available to the 
district for distribution. 

Cost 

The title sponsorship cost $25,000. Additional contract support was required to plan and manage 
the event for $5,500. 



20 Santa Qara Valley V\Mer Dstrict 












2014 Drought Outreach Summary Report 


B. Local Government 

Purpose 

The water district partnered with local municipalities and Santa Clara County to distribute drought 

and water conservation information to their respective constituencies via their outreach channels. 

Activities 

1. In January, a stakeholder list was developed consisting of retailers, Public Information 
Officers (PIOs), and executive staff from all jurisdictions in the county, as well as 
environmental, business, nonprofit, agricultural and neighborhood organizations. These key 
stakeholders were provided with information on drought conditions, impacts, and response 
efforts by the water district, and conservation tips and rebate opportunities. Many 
organizations then forwarded the information on to their internal and external networks. 

2. At the invitation of the County of Santa Clara, the district was provided with a tremendous 
opportunity to send materials provided by the water district to home and business owners 
throughout the county along with Santa Clara County tax assessments. Between June and 
September a total of 554,500 flyers were provided to the county for inclusion in mailings by 
the County Assessor’s office, with a mass mailing of 500,000 flyers sent in September along 
with property tax bills. 

3. City of Sunnyvale was provided with 50 shower buckets and 30 lawn signs for their 
community outreach events to inform people about water conservation. They coordinated 
four community events in Sunnyvale. 

4. City of San Jose and Mountain View requested 25 and 37 buckets respectively to distribute 
at their employee summer events. 

5. City of Morgan Hill mailed a postcard to all of its residents with information on the city’s water 
restrictions along with our “Brown is the New Green,” campaign slogan. Director Kennedy 
and Communications staff attended a Morgan Hill City Council meeting to brief them on the 
district’s drought outreach efforts and summer ad campaign. 

6. The water district received approval from the City of Morgan Hill to install two signs (12’ w x 
5’ h) along Madrone Channel (on water district property) informing drivers traveling 
northbound on highway 101 of the value of water releases into the channel and benefit of 
groundwater management in South County. This project became of heightened importance 
during the drought when it could be perceived that the water was being wasted or leaked. 
Expected installation is January 2015. 


Signs to be installed along 101 northbound between Cochrane and Half Roads 


Madrone Channel 

Water you see here ^ 
replenishes South County's 
groundwater supplies. 


Madrone Channel Vfa&feiT 

94% of South County's 
drinking water comes 
from groundwater. 
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7. Discussions have begun with the Santa Clara County Office of Sustainability to look into 
ways to promote energy and water savings in 2015. 

Impact/Results 

The drought is a shared challenge by all municipalities and residents of Santa Clara County. The 
opportunities that result from leveraging information and resources enabled us to distribute 
accurate information and promote water use reductions in a unified manner. The water district 
became a reliable source of drought information for local municipalities. 

Cost 

• The cost to produce the 554,500 mail inserts was $18,525. This mass mailing provided a 
collaborative opportunity to work with the County in reaching a wide segment of the 
population for less than a penny per household. 

• The costs associated with the Madrone Channel are budgeted under the Water Utility 
Enterprise. 

C. Unique outreach 
opportunities 

Purpose 

To leverage networks and 
communities the water 
district does not typically 
have the opportunity to 
partner with to convey 
drought and conservation 
messages more broadly and 
effectively. 

Activities 


1. The water district 
sponsored a water- 
themed exhibit gallery at 
the 2014 “Anne and 
Mark’s Art Party” held in 
September at the Santa 
Clara County 
Fairgrounds. Artists 
submitted work depicting 
water landscapes, 
scarcity, pollution and 
recreation. 

As part of the exhibit, the water district displayed two drought-themed art pieces, designed by 
our own graphic designer, Benjamin Apolo. (One piece is shown on the cover of this report 
and the other at right.) 
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2. We initiated dialogue with Silicon Valley De-Bug, a media, community organizing and 
entrepreneurial collective based in San Jose. We are exploring various possibilities including 
a series of web video vignettes focused on immigrants’ experiences with drought in their 
native country. 

3. We were able to sponsor a Halloween event called “Safe from the Start” with Working 
Partnerships, USA. As a result of our sponsorship a network of 160 safety centers received 
information about the drought, water saving tips and information about conservation 
programs. 

4. We submitted articles that were published in e-newsletters of various nonprofit and business 
organizations and distributed to their memberships. One example was the Gilroy Chamber of 
Commerce which was published on the front page of its May 2014 news publication, Gilroy 
Business Focus, an article focused on how the water district manages water resources to 
prepare for droughts. 

5. The Government Relations Unit supported Chair Tony Estremera for a telephone town hall, 
co-hosted with County Supervisor Joe Simitian, on November 23. More than 8,000 callers 
listened in. To promote the event, approximately 134,000 one-page, color inserts were 
included in community newspapers throughout the county. The insert included a drought 
update and water saving tips and resources. 

Impact/Results 

The heightened interest in water during the drought has opened up new doors and allowed us to 
think creatively while reaching new networks and audiences. 

Cost 

• Art party sponsorship was $10,000 

• Working Partnerships USA sponsorship was $500 

• The November Telephone Town Hall cost $7,500 

Conclusion 

During this unprecedented drought, the water district has developed strategic messages, 
produced creative collateral and disseminated accurate information to diverse communities 
throughout Santa Clara County and the Bay Area. These marketing activities have succeeded in 
promoting behavior changes toward the district’s water conservation goals. 

As the drought worsened, momentum grew with awareness efforts evolving into calls for action. 
Participation in water conservation programs hit an all-time peak, and significant water use 
reductions were achieved through education and promotion. However, it is widely recognized 
that to achieve further reductions (i.e., a 20 percent cut in water use countywide) enforceable 
water use restrictions would be required. 

Our efforts have allowed us to build a base of awareness and appreciation in residents who are 
now more committed to conservation going forward. If the drought continues into a fourth year, 
restrictions will likely go into effect and stronger messages, as well as increased outreach 
activities and expenditures, would be required. 
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To put these measures in context, the water district hired BBC Research and Consulting in 2008 
to develop a water conservation marketing plan. This plan considered our long-term water 
conservation goals and benchmarked several other water agencies. The plan recommended a 
marketing budget of $700,000 to $1.5 million per year to promote water conservation in non¬ 
drought years. It further recommended an additional $700,000 or more per year to promote water 
use reduction during drought periods. 

Collectively, the outreach conducted by the district has been recognized by the State Water 
Resources Control Board and we have been informed that the Governor had one of our Brown is 
the New Green lawn signs in his private office. Regardless of whether drought conditions worsen 
in 2015, we have successfully linked water supply challenges with the need for new solutions, 
such as recycled water and purified water development. Those important messages will continue 
to play a prominent role in all of the district’s communications and community engagement 
efforts. 
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Summary of water conservation campaign budget & expenditures 

FY 14 and FY 15: Services, supplies and operating fund 


Campaign/strategy 

Tactics 

Timeframe 

Budget 

Expenditures 

FY 2014 

FY 14 Adopted budget 
(baseline) 



$150,000 


Direct mail outreach 

DMI vendor mailing 

July and Sept 


$129,649 

Budget Adjustment 1 
(FY14)Feb 22 


Spring 2014 

$450,000 


Flood Swapped Ads 

SJ Mercury News 

Print , Pandora Radio 
Streaming, online 
banners 

Feb 16- April 7 


$44,000 

Media Buy: Spring 
Drought Campaign 
"It's Time. Save Water." 

Print, Radio, Digital, 
Cable TV, Ethnic ads 

March- June 


$307,000 

NBC Bay Area 
"Water Matters" 

Regional TV 
advertising 

June- 

September* 


$50,000 

Buckets 

3,000 promotional 
buckets 

Summer 

Events 


$13,770 

Lawn signs 

3,000 lawn signs 

Summer 


$8,130 

Miscellaneous 

Translation services, 
printing, display 
boards, etc. 



$34,730 

Budget Adjustment 2 
(FY14) April 22 


Summer 2014 

$250,000 


Summer creative - HIVE 

New summertime 

creative 

July- 

September 


$219,175 



Total FY14 

$850,000 

$806,454 
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Media Buy: Summer 
Drought Campaign 
"Brown is the New 
Green" 

- Outdoor ( Billboards, 

Bus tails and family & 
Sports events) 

- Traditional (Radio, 

Cable, Print, Digital 

Banner ad, including 
Business & Ethnic ads) 

July- 

September 


$425,258 

Community outreach 

Staff hours for 
community events 

July- 

November 


$4,843 

Partnership 

Marketing 

Art Party , Working 
Partnerships 

Summer and 
fall 


$10,500 

Miscellaneous 

Printing/ translations, 
etc. 

Fall 


$7,000 

Budget Adjustment 2 
(FY15) August 25 


Fall 2014 

$325,000 


Community Outreach 

Buckets - 2 nd order 

Banners 

July - 

September 


$11,267 

Spanish language 
media buy: "El Agua 
es Asunto de Todos" 

Univision television, radio 
and online advertising 

Fall 


$250,000 

Access Valley App 
redesign 

Comcate vendor 

Fall 


$26,500 

Stakeholder Outreach 

Silicon Valley Water 
Summit- SV Business 

Journal and contract 
event coordination, 
Telephone Town Hall 

Fall 


$38,000 

Budget Adjustment 3 
(FY15) November 25 


Winter 2014 

$800,000 


Winter Media Buy 
"A Drop in the 

Bucket" 

Winter Marketing 

Winter 

$50,000 earmarked 


New Campaign 
Creative 

Creative development 

Spring 2015 

$250,000 

earmarked 


Spring/ Summer 2015 
Media Buy 

2015 Multilingual/ 
multimedia Ad campaign 

Spring/ 

Summer 

2015 

$500,000 

earmarked 




Total FY15 
(to date) 

$1,775,000 

$775,868 


26 Santa Qara Valley Water Dstrict 























2014 Drought Outreach Summary Report 


Summary of costs by section 


Campaign/strategy 

Description of costs 

Cost 

News media 



A. General audience 

Budgeted staff time 

No cost 

B. Ethnic media 

Campaign with NAM—paid through non-drought funds 

No cost 

C. Targeted Spanish- 
language media 
campaign 

"El Agua Es Asunto de Todos" advertising 

$250,000 

Water conservation 
marketing 

Spring and summer campaigns, "Water Matters" 

campaign, direct mail 

$1,177,582 

Drought customer service 

Redesign of Access Valley Water 

$26,500 

Collateral material 

Printing of banners, printing, translations 

$25,088 

Website and social media 

Budgeted staff time 

No cost 

Employee outreach 

Budgeted staff time 

No cost 

Community outreach 
events 

Shower buckets, lawn signs, weekend staff hours 

$36,127 

Partnership marketing 
efforts 



A. SV Water Summit 

Sponsorship and management 

$30,500 

B. Local Government 

Mail inserts in tax bills 

$18,525 

C. Unique outreach 
opportunities 

San Jose Art Party, Working Partnerships USA 
sponsorship, Telephone Town Hall 

$18,000 

TOTAL 


$1,582,322 
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